were less than the amount paid to pro¬ 
prietors and others and also the amount 
of depreciation taken; one was less 
than the amount reported paid to pro¬ 
prietors and others; 31 less than the 
amount of depreciation expense, and 9 
less than the combined total paid to pro¬ 
prietors and others and depreciation. 

Top Markets ■ The top 10 cities 
were New York, with $111.1 million 
in revenues and $43.4‘ million in profits; 


Los Angeles, $81.3 million and $27 
million; Chicago, $67 million and $25.4 
million; Philadelphia, $38 million and 
$17.1 million; San Francisco-Oakland, 
$35.3 million and $18.4 million; Bos¬ 
ton, $31.3 million and $17.2 million; 
Detroit, $27.7 million and $12.4 mil¬ 
lion; Cleveland, $25.4 million and 
$13.15 million; Pittsburgh, $23.6 mil¬ 
lion and $11.3 million, and Washington, 
D. C., $20.1 million and $6 million. 


PRINCIPAL EXPENSE ITEMS OF TV STATIONS WITH TIME SALES OF $25,000 OR MORE 
CLASSIFIED BY VOLUME OF REVENUES 
[Stations operating full year 1965 only] 

AVERAGE PER STATION REPORTING 


Broadcast Revenues 

No. of 
Stations 

Total 

Expenses 

Salaries 
and Wages 


Film 

Talent 

Deprecia¬ 

tion 

$7,500,000 and over 

32 

$5,335,583 

$2,095,513 

$1,746,821 

$395,440 

$182,981 

5,000,000-7,500,000 

18 

3,678,303 

1,331,333 


547,904 

127,748 

287,604 

4,000,000-5,000,000 

22 

2,571,577 

964,204 


370,939 

73,978 

167,337 

3,000,000-4,000,000 

39 

2,265,116 

874,850 


310,670 

69,591 

178,205 

2,000,000-3,000,000 

38 

1,778,912 

663,458 


244,002 

34,584 

169,454 

1,500,000-2,000,000 

53 

1,293,572 

498,580 


166,500 

18,428 

125,983 

1,000,000-1,500,000 

83 

1,008,923 

410,186 


87,226 

13,821 

116,644 

800,000-1,000,000 

40 

752,081 

307,548 


58,595 

11,439 

102,408 

700,000- 800,000 

34 

637,254 

267,760 


48,561 

9,720 

80,756 

600,000- 700,000 

26 

635,550 

266,907 


50,071 

10,153 

68,000 

500,000- 600,000 

28 

529,018 

217,480 


36,139 

9,014 

57,177 

400,000- 500,000 

25 

428,920 

161,223 


27,171 

5,918 

60,170 

300,000- 400,000 

30 

344,261 

139,412 


24,358 

4,886 

35,434 

200,000- 300,000 

33 

267,399 

111,025 


18,510 

4,034 

31,150 

100,000- 200,000 

28 

213,444 

82,281 


19,947 

2,771 

32,469 

Under 100,000 

11 

118,625 

42,927 


12,337 

4,052 

13,280 

Total 

540 

$1,337,044 

$ 520,595 

$ 

222,958 

$ 45,532 

$109,857 

VHF 

457 

$1,478,732 

$ 572,042 

$ 

254,661 

$ 52,028 

$118,601 

UHF 

83 

$ 556,907 

$ 237,325 

? 

48,403 

$ 9,767 

$ 61,714 


Note: Not all stations reported all expense items 


RELATIONSHIP OF STATION LOSSES TO REPORTED 
PAYMENTS TO PROPRIETORS, PARTNERS AND 
STOCKHOLDERS, AND TO REPORTED DEPRECIA¬ 
TION EXPENSE, 1965 


1 . 

2 . 


3. 


4. 


Total number of stations 
reporting losses 106 

a. Total amount of losses 
Number of losing stations 
which reported payments 
to proprietors, etc. 53 

a. Total amount of pay¬ 
ments to proprietors, 
etc. 

Number of losing stations 
which reported deprecia¬ 
tion expense 105 

a. Total amount of de¬ 
preciation expense 
Number of stations report¬ 
ing a loss which was less 
than: 

a. The amount reported 

paid to proprietors, 
etc. and also the 
amount of deprecia¬ 
tion expense reported 1 9 

b. The amount reported to 

proprietors, etc. 1 

c. The amount of de¬ 

preciation expense re¬ 
ported 31 

d. The combined total of 

the amount reported 
paid to proprietors, 
etc. and the amount 
of depreciation ex¬ 
pense reported 9 


$13,888,015 


1,198,092 


9,459,647 


1 An example of this category is where the 
loss reported was $10,000, the amount re¬ 
ported paid to proprietors, etc. was $15,000 
and the amount of depreciation expense re¬ 
ported was $25,000. 


football 


$44 million for 1966 

That’s what networks, stations pay; advertisers 

will shell out $100 million to bring 

their commercials to pro and college fans 

(Copyright 1966, Broadcasting Publications, Inc.) 


Networks, stations, advertisers and 
agencies will pay an estimated $44,105,- 
205 in rights to broadcast and telecast 
the games of 24 professional football 
teams and some 118 colleges this sea¬ 
son, The figure, based on Broadcast¬ 
ing's annual survey is $6.4 million more 
than the 1965 figure of $37.7 million. 

It breaks down to $41,195,000 from 
the radio and TV networks for college 
and pro games (up 16,3% from 1965), 
$1,115,000 in local radio rights to the 
15 NFL teams, $107,500 in preseason 
local TV rights for the NFL, $358,000 
in local radio rights for the nine AFL 
teams, $50,00 in preseason local TV 
rights for the AFL and $1,279,705 for 
local radio and delayed TV rights to 
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118 major colleges. These college games 
will be carried by 2,072 radio stations 
and 244 TV stations, (see page 40). 

Sponsors will pay about $100 million 
to back these games, the pregame and 
pre pre-game shows, the postgame and 
post post-game shows, filmed highlights 
of the games, interviews with the 
coaches and anything else a network or 
station can scrape up that is even re¬ 
motely connected with the fall madness. 

The World Championship ■ The big 
questions in the summer of 1966 are: 
Who will get the rights to the profes¬ 
sional championship game, how much 
will it cost and what is the advertisers* 
spending limit? 

The June bombshell announcement 


of the merger of the National and 
American football leagues has had 
more than its share of repercussions 
among the networks. Although the 
merger, as far as regular season inter¬ 
league play goes, will not go into effect 
until 1970, there are immediate effects. 

■ Setting up a championship game 
between the champions of the NFL 
and AFL. 

■ Setting up interleague preseason 
schedules. 

In the waning days of 1965, CBS-TV, 
perennial holder of NFL rights, shelled 
out $37.6 million for two years of NFL 
football with an option on a third 
year. Then it came up with another 
$6 million for two championship games 
($2 million per), two pro bowls ($600.- 
000 per) and two playoff bowls ($400,- 
000 per). Tacitly understood in these 
negotiations was that the NFL and CBS 
would continue to bill the champion¬ 
ship game as the world’s championship. 

Enter the Merger ■ Suddenly CBS 
found itself paying out $2 million for 
a game that would only be a semifinal 
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Seven Arts Television presents 
A Half-Hour TV Sports Special in Color 

Starring the Baltimore Colts' quarterback—Johnny Unitas 

Commentary by Frank Gifford 

THE PROFESSIONALS 


Johnny Unitas Frank Gifford 

A unique study of the action of a Pro-Football 
Quarterback . . . how plays are made and how 
they are executed . . . filmed in color in the 
Los Angeles Coliseum. 

Baltimore Colts' star Johnny Unitas, working 
with the Los Angeles Rams, demonstrates 
proper ball handling and the strategy and 
techniques of passing ... include the roll-out, 
screen, sideline pass and "bomb.” The new 
”subjective camera” takes the viewer into the 
huddle and then behind center to see what 
Umtas sees just before the ball is snapped. 


Seven Arts Productions International, Limited 
Roberts Bldg., East St., Nassau, Bahamas 
Cable SEVINT 


TORONTO 
11 Adelaide Street West 
EMpire 4-7193 


Seven Arts Television 


NEW YORK 
200 Park Avenue • YUkon 6-1717 


LOS ANGELES 
9000 Sunset Boulevard 
CRestview 8-1771 
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to the game. In the meantime NBC- 
TV was happily looking at its five-year 
AFL package, now in its second year, 
that calls for it to pay $1.2 million an¬ 
nually for the AFL Championship game 
and All-Star game. 

CBS is now looking to the NFL for 
a partial rebate on that $2 million. 
NFL Commissioner Pete Rozelle told 
Broadcasting last week that he has 
had several talks with CBS officials 
about this and expects to have “several 
more/* Just what a mutually agreeable 
reduced figure might be is open to con¬ 
jecture. Some sources place it at about 
$1.5 million. 

The NFL-AFL championship game 
is being termed by some observers as 
the “most expensive show in history.” 
In New York the figure most often 
mentioned is $2.5 million. For the 
advertisers, and there are several that 
have already expressed more than pass¬ 
ing interest, the cost is expected to be 
about $ 125,000 per minute. That would 
be $15,000 per minute more than the 
$110,000 CBS asked for participations 
in the 1965-66 NFL championship 
game. 

Apparently the limit of advertisers’ 
budgets has not been reached. In¬ 
formally in New York, the word around 
the networks and leagues is that there 
will be little trouble selling off such a 
game at $ 125,000 per minute. 

The other unanswered question is 
which network will get the prize. Al¬ 
though there has been no word from 
the leagues or networks, the general 


feeling is that CBS and NBC will battle 
it out via the sealed-bid route, with 
ABC and its two-year package with the 
National Collegiate Athletic Association 
sitting it out. 

However, Mr. Rozelle, who has had 
only one meeting so far with three-man 
committees from each league, said there 
has been no decision on either restrict¬ 
ing the bids to the pro-carrying networks 
or making it a free-for-all. 

One change the commissioner expects 
to occur next year will be NBC and 
CBS dropping their preseason games 
with all the exhibition games going 
back to the teams for local sale. The 
major factor in this decision, he said, 
would be the beginning of interleague 
exhibition play. Los Angeles Rams 
(NFL) and San Diego Chargers (AFL), 
for example, have already announced a 
three-year exhibition schedule starting 
in 1967. 

FU1 the Stadiums ■ The exclusivity of 
the networks’ coverage of pro ball is 
becoming a matter of increasing con¬ 
cern to the NFL and AFL. Last week 
on Capitol Hill, Commissioner Rozelle 
told a Senate subcommittee studying 
CATV copyright legislation (see page 
80) that pro football’s main interest is 
keeping the stadiums full. To preserve 
game attendance, he said, the limited 
restrictions on game telecasts into a 
team’s home territory have worked well. 
But these protections, he went on, “are 
being jeopardized” by CATV’s that 
“simply pay no attention to our contract 
restrictions, our own interests or the 


interests of the networks which have 
purchased our rights.” 

A few weeks ago the NFL and the 
Philadelphia Eagles asked the FCC to 
stop a suburban Philadelphia CATV sys¬ 
tem from bringing in NFL games via 
wmar-tv Baltimore. Holly City Ca¬ 
ble TV Inc., in Millville, N. J., plans 
to bring in the three Baltimore stations. 
If this happens, the NFL-Eagles peti¬ 
tion said, bringing the Baltimore Colts 
games into Philadelphia market when 
the Eagles are at home would be con¬ 
trary to the congressionally supported 
league blackout rules and it could affect 
the NFL games on the CBS-owned 
wcau-tv Philadelphia. 

Looking toward increasing CATV 
proliferation in team territories and to¬ 
ward the price CBS was charging its 
sponsors, the NFL’s new network con¬ 
tract eliminates blackouts. A game will 
be going to each affiliate’s home city 
each week. If a team is at home a dif¬ 
ferent game will be fed to keep stadium 
attendance up. The policy, which was 
later adopted by the AFL, means that 
the 22 markets represented in the two 
leagues will not be lost to those football 
advertisers’ impressions on at least 
seven Sundays. 

Break-through ■ The other big move 
in the CBS package is instituting three 
regular season night games and four 
preseason night contests. Thus the 
NFL moves into the prime-time net¬ 
work schedule that professional baseball 
was able to crack with holiday games 
only this year. 

Regular-season night games on CBS 


What networks pay for radio-TV 


ABC Radio 

College All-Star game 

$ 5,000 

Aug. 5 


Notre Dame football 

30.000 

Sept. 24 

ABC Radio 


$ 35.000 


Total 



ABC-TV 

Coaches All-Star game 

75,000 

July 9 


NCAA college games 

7,500,000 

Sept. 10 


College All-Star game 
Liberty Bowl 

175,000 

Aug, 5 


100,000 

Dec. 10 


Bluebonnet Bowl 

125 000 

Dec, 17 


North-South Shrine game 55,000 

Dec. 26 


Gator Bowl 

140.000 

Dec, 31 

ABC-TV 




Total 


$ 8,170,000 


CBS Radio 

Cotton Bowl 

(1) 

Dec, 31 


NFL Championship 
NFL Playoff Bowl 

(1) 

(1) 

-J-Sn. L 
Jim. -5 


NFL Pro Bowl 

(1) 

Jan.15 

CBS-TV 

NFL preseason games 

$ 100,000 

Aug. 12 


Natl. Football League 

18,750,000 

Sept. 10 


Blue-Gray game 

100,000 

Dec, 24 


Cotton Bowl 

250.000 

Dec. 31 


NFL Championship game 2,000,000 

Jan. 1 


NFL Playoff Bowl 

400,000 

Jan. B 


NFL Pro Bowl 

600,000 

Jan.. 15 

CBS-TV 



Total 


$22,200,000 



(1) CBS Radio rights included in CBS-TV package. 

(2) Package includes Collegiate game on Army’s open 
date Nov. 19. 

(3) NBC Radio rights included in NBC-TV package. 


rights 


MBS 

Army football 

50,000(2) 

Sept. 17 


Detroit vs. San Francisco 

5.000 

Nov. 24 


Army-Navy game 

50 000 

Nov. 26 

MBS Total 

$ 

105,000 


NBC Radio 

Sugar Bowl 

(3) 

Jan. t 


Rose Bowl 

(3) 

Jan. t 


Orange Bowl 

(3) 

Jin.. 2 

NBC-TV 

AFL preseason games 

(4) 

Aug. 8 


Amer. Football League 

7,700,0*0 

Sept. 12 


Sun Bowl 

50 000 

Dec. 24 


AFL Championship game 

1,200,000(5) 

Dec. 26 


East-West Shrine game 

300.000 

Sept. 31 


Sugar Bowl 

300,000 

Jan. 2 


Rose Bowl 

750.000 

Jan. 2 


Orange Bowl 

300,000 

Jan. £ 


Senior Bowl 

35.000 

Jan 1 


AFL All-Star game 

(5) 

Jan. 3 

NBC-TV 

Total 

$10,635,000 


Networks 

Total 

$41,195,000 



(4) Rights included in AFL package. 

(5) All-Star game and AFL Championship game bought 
as package. 
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will be Baltimore vs. Green Bay on 
Sept. 10, the league opener; Chicago vs. 
St. Louis on Oct. 31, and Cleveland vs. 
Dallas on Thanksgiving evening, Nov. 
24. 

The coming season will see CBS 
carrying much more color than it has in 
the past, in 1965 only five games were 
in color. This year 51 games will be 
in tint. 

Sponsors are paying $35,000 a minute 
for the preseason games and $70,000 
a minute for the regular and postseason 
games. CBS this year is selling the 
three postseason games as part of the 
overall NFL package. It will also be 
selling the Cotton Bowl and Blue-Gray 
college games as a package. 

The addition of Atlanta as the 15th 
NFL club sets the individual team’s 
cut of the CBS money at $1.2 million. 

The AFL has not been as generous 
with its newest member. The Miami 
Dolphins will get about $500,000 yearly 
for the four remaining years of the 
NBC contract. To take care of Miami, 
NBC added $2 million to its original 
five-year package of $36 million. Un¬ 
der that package the original eight AFL 
members get $900,000 yearly. 

NBC is charging from $35,000 to 
$37,000 per minute for its AFL sched¬ 
ule, which includes the two postseason 
games. Of the 66 AFL games on its 
slate, NBC will cover 44 of them in 
color. It will also carry the postseason 
pro games and five college bowls in 


color* The only postseason mono¬ 
chrome game will be the East-West 
Shrine game from San Francisco. 

Four two-man teams of sportscasters 
will handle the on-air chores for the 
AFL games: Curt Gowdy and Paul 
Christman, Charlie Jones and George 
Ratterman, Jim Simpson and Elmer 
Angsman, and Lou Boda with a partner 
to be named. 

ABC-TV, in the first year of a two- 
year $ 15-million contract, is also going 
to a more extensive use of color this 
year with its NCAA schedule. The 
eight national games, seven of the 24 
regional contests, the Coaches All- 
American game (played in July) and 
four postseason bowl games are all set 
for color coverage. 

A Sell Out ■ The ABC schedule is 
sold out with sponsors paying an aver¬ 
age of $48,000 per minute. They will 
get 18 minutes per college game and 
the NCAA has advised game officials 
that it will be up to them to keep busy 
on the field during the commercials “to 
guard against dissatisfaction in the 
stands” (Closed Circuit, July 25). 

The NCAA edict may have been in 
answer to increasing criticism from 
coaches who feel the game momentum 
is stopped too often for commercials. 
However, the NCAA has spelled out 
in no uncertain terms that commercials 
will be inserted only when there are 
normal time outs in the game and that 
none will come in the middle of a 


sustained drive. 

The colleges participating in the 
ABC schedule will get about $82,500 
for each national game and approxi¬ 
mately $52,500 for each regional game 
appearance. 

One feature of the NCAA schedule 
this year will be a regional double- 
header on Nov. 19. Notre Dame vs. 
Michigan and UCLA vs. USC will go 
to the East, upper South, part of Mid¬ 
west, part of Southwest, lower Rockies 
and southern California. The other 
pair, Kentucky vs. Tennessee and Stan¬ 
ford vs, California will go to the rest 
of the country. 

Announcing teams for the NCAA 
games will be Chris Schenkel and Bud 
Wilkinson, and Terry Brennan and Bill 
Fleming. On national games, all four 
will be on the scene. 

One major bowl game on the ABC 
schedule wasn’t there last year. The 
network let the Liberty Bowl from 
Memphis go regional last year after 
having carried it for several years from 
Philadelphia and Atlantic City. How¬ 
ever, ABC got it back this year with 
options for the next five years. Last 
year’s difficulty came in a scheduling 
conflict with Bluebonnet Bowl since 
both were scheduled for the same day. 
This year they’re a week apart. 

In radio, ABC will again carry the 
Notre Dame schedule with Jim Morse 
and Frank Sweeney. Mutual has again 
picked up the Army schedule with Van 
Patrick and Sonny Grandelius calling 
the games. Missing from the MBS 
schedule this season are the NFL Play¬ 
off and Pro Bowls, both of which went 
to CBS Radio as part of the CBS-TV- 
NFL postseason package. 

Sponsor Lineup ■ There are 90 spon¬ 
sors who have already signed with the 
networks for pro and college games, 
and before-and-after shows. Last year 
at this time there were 69 sponsors, and 
two years ago there were only 49. A 
major factor in the larger number of 
sponsors is laid to the cost of the pack¬ 
ages, More sponsors are taking smaller 
shares and there are more regional spon¬ 
sors this year than in the past. 

In addition, there is a noticeable 
reduction in the number of tri-network 
sponsors. Last year there were four: 
Bristol-Myers, Gillette, Goodyear and 
Mennen. As of last week there were 
only two: Pabst Brewing through Ken- 
von & Eckhardt, and Sun Oil through 
Wm. Esty, 

The two-network accounts this sea¬ 
son include: Braniff Airways through 
Wells, Rich, Greene; Bristol-Myers 
through Young & Rubicam and Foote, 
Cone & Belding; Coca-Cola through 
McCann-Erickson; Consolidated Cigar 
through Papert, Koenig, Lois; duPont 
through N. W. Ayer; Firestone through 
Campbell-Ewald; Gillette through Clyne 
Maxon; Goodyear through Y&R; Na¬ 
tional Brewing through W. B, Doner; 
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Radio and local TV revenues of major colleges 


Conference 

Schools 

Radio 

Stations 

TV 

Stations 

Total 

Revenues 

AAWU 

S 

112 

7 

$ 306,380 

Atlantic Coast 

a 

2A6 

10 

65,500 

Big 8 

8 

w 

5^ 

80.000 

Big 10 

10 

320 

27 

198,675 

Big Sky 

5 

25 

1 

2,350 

Ivy League 

£ 

34 

7 

32.400 

Mid-America 

7 

31 

6 

10,050 

Missouri Valley 

5 

11 

3 

15,000 

Southeastern 

10 

■103 

60 

212,100 

Southern 

9 

52 


41,250 

Southwest 

8 

150 

12 

90,200 

Western Athletic 

6 

55 

6 

23.300 

Independents* 

26 

435 

43 

202,500 

Total 

lie 

2,072 

243 

$1,279,705 


* Does not include Notre Dame revenues from ABC Radio, Army reve¬ 
nues from MBS or Army-Navy game revenues on MBS. 
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These sponsors pay for the football on network radio-TV 



A. C. Spark Plugs (Brother) 

ABC 

NCAA 

Allied Van Lines (Y&R) 

NBC 

AFL Scoreboard 

Allstate Insurance (Burnett) 

CBS 

NFL 

Altes Brewing (Doner) 

CBS 

NFL 

American Airlines (DDB) 

CBS 

NFL 

American Motors (B&B) ABC Radio 

College All Star 

American Oil (D’Arcy) 

CBS 

NFL 

American Tobacco (BBDO) 

CBS 

NFL preseason, NFL 
pregame 

AT&T (Ayer and C&W) 

CBS 

NFL preseason 

P. Ballantine (SSC&B) 

CBS 

NFL 

Beaunit Corp (Smith/Greenland) 

CBS 

NFL Countdown 

Black & Decker (VanSant Dugdale) 

CBS 

NFL 

Bourjois Inc. (NC&K) 

NBC 

AFL 

Braniff Airways (Wells, Rich, Greene) 

CBS 

NFL 


NBC 

Sugar Bowl, Senior 
Bowl, East-West 

Bristol-Myers (FC&B and Y&R) 

CBS 

NFL preseason 


NBC 

AFL Scoreboard 

Buick (M-E) 

NBC 

Sugar Bowl 

Carling Brewing (LF&S) 

CBS 

NFL 

Carter Products (SSC&B) 

CBS 

NFL pregame 

Champion Spark Plugs (JWT) 

CBS 

NFL preseason 

Chesebrough-Pond's (Esty) 

NBC 

Orange Bowl 

Chrysler Corp. (Y&R) 

NBC 

AFL, Rose Bowl 

NBC 

Radio 

Rose Bowl 

Coca-Cola (M-E) 

ABC 

NCAA 


NBC 

Orange Bowl 

Consolidated Cigar (PKL) 

ABC 

Coaches All-America 

CBS 

NFL Scoreboard 

Continental Insurance Co.'s (DDB) 

CBS 

NFL, NFL preseason 

Continental Oil Co. (Frank) 

ABC 

NCAA 

Dodge (BBDO) 

NBC 

Orange Bowl, Senior 
Bowl 

duPont (Ayer) 

ABC 

College All-Star, 
Coaches All- 
America 


CBS 

NFL preseason 

Falstaff Brewing (D-F-S) 

CBS 

NFL 

Firestone (C-E) 

CBS 

NFL pregame 


NBC 

AFL 

Ford (JWT) 

CBS 

NFL 

GMC Truck Div. (M-E) 

CBS 

NFL Countdown 

General Tire (D’Arcy) 

CBS 

NFL preseason 

Gillette (Clyne Maxon) 

ABC 

NCAA, College All- 
Star 


CBS 

NFL, NFL preseason 

B. F. Goodrich (BBDO) ABC 

Radio 

Notre Dame 

Goodyear (Y&R) 

ABC 

NCAA, College All- 
Star 




CBS 

NFL 

Haggar Slacks (Tracy-Locke) 


ABC 

College All-Star 

Hamm Brewing (C-M) 


CBS 

NFL 

Hartford Insurance (Marschalk) 


ABC 

Coaches All-America 

Homelite (Sutherland Abbott) 


NBC 

AFL Scoreboard 

Insurance Co. of North America (Ayer) 

ABC 

NCAA 

Levi Strauss (HC&H) 


ABC 

Coaches All-America 

Liggett & Myers (JWT) 


ABC 

Coaches All-America 

P. Lorillard (Grey) 


CBS 

NFL 

Lone Star Brewing (Glenn) 


NBC 

AFL 

Lumberman’s Mutual Casualty (Frank) 

CBS 

NFL Countdown 

Marathon Oil (C-D 


CBS 

NFL 

Mennen Co. (Grey) 


CBS 

NFL Scoreboard 

Miller Brewing (Mathisson) 


CBS 

NFL Countdown 

Motorola (Burnett) 


CBS 

NFL 

Narragansett Brewing (NH&S) 


CBS 

NFL 

National Brewing (Doner) 


CBS 

NFL 



NBC 

AFL 

Norelco (LaRoche) 


CBS 

NFL 

Oertel Brewing (NH&S) 


CBS 

NFL 

Oldsmobile (Brother) 


ABC 

NCAA 

Pabst Brewing (K&E) 


ABC 

College All-Star 



CBS 

NFL preseason 



NBC 

Sugar Bowl, Senior 




Bowl 

Phillip Morris (Burnett) 


CBS 

NFL 

Polaroid (DDB) 


ABC 

NCAA, Coaches All 




America 



CBS 

NFL 

Quality Courts United (Marschalk) 


MBS 

Army games 



CBS 

NFL 

Rath Packing (Ludgin) 


NBC 

AFL Scoreboard 

RCA (JWT) 


NBC 

AFL 

R. J. Reynolds (Esty) 


ABC 

NCAA, College All- 




Star 



NBC 

AFL, Orange Bowl 




East-West 

Savings & Loan Foundation (M-E) 


CBS 

NFL preseason 



NBC 

Orange Bowl 

S. C. Johnson (FC&B) 


ABC 

Coaches All-America 

Schick Electric (D-F-S) 


NBC 

AFL 

Schlitz Brewing (Burnett) 


ABC 

Coaches All-America 

Schmidt Brewing (Bates) 


CBS 

NFL 

Shell Oil (O&M) 


CBS 

NFL preseason 

Shulton (Wesley) 


ABC 

Coaches All-America 



NBC 

AFL 

Simoniz (D-F-S) 


ABC 

Coaches All-America 

Standard Oil of Calif. (BBDO) 


CBS 

NFL 

State Farm Insurance (NH&S) 

ABC Radio 

Notre Dame 

Sun Oil (Esty) 


ABC 

NCAA 



CBS 

NFL 



NBC 

AFL 

Sunbeam Corp. (Burnett) 


CBS 

NFL Countdown 

Sunray DX (Gardner) 


ABC 

NCAA 

Texaco (B&B) 


NBC 

Rose Bowl 

Union Carbide (Esty) 


ABC 

NCAA 

United Air Lines (Burnett) 


CBS 

NFL p r egame 



NBC 

AFi. Orange Bowl 

United California Bank (Wasey) 


ABC 

NCAA 

United Motors (C-M) 


NBC 

East-West 

U. S. Rubber (DDB) 


ABC 

Coaches All-America 

Voice of Music (Rink Wells) 

ABC Radio 

Notre Dame pre¬ 

J R. Williams (Parkson) 


CBS 

game 

NFL 

WTS Pharmacraft (Rumrill Hoyt) 


ABC 

College All-Star, 




Coaches All- 




America 

Zale Corp. (Bloom) 


CBS 

NFL 


Polaroid through Doyle Dane Bern- 
bach; R. J. Reynolds through Estv; 
Savings & Loan Foundation through 
M-E; Shulton through Wesley, and 
United Air Lines through Leo Burnett. 

The syndication side of football re¬ 
mains a lucrative proposition. NFL 
Films, a wholly owned subsidiary of 
the league, earlier this year sold its 
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half-hour color series. Game of the 
Week , to Screen Gems for an undis¬ 
closed sum. The series will go to more 
than 70 markets and is expected to be 
sold to as many as 100 stations. Game 
of the Week is a series of 17 edited ver¬ 
sions of weekly NFL games. 

A year earlier Blair Motion Pictures 
of Philadelphia, which had originated 


the half-hour series, became NFL Films. 
The move to Screen Gems, said Ed 
Sabol, NFL Films president, was nec¬ 
essary because his operation wasn’t 
equipped to handle a national package. 
In 1964 the half-hour series was shown 
in only 15 cities. 

Another NFL Films activity is its 
four-and-one-half-minute color pre- 
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packaged features being inserted in 
CBS’s 15-minute pregame shows. For 
the CBS Saturday show Countdown to 
Kickoff, NFL Films will do feature-film 
portions in color. 

New Series ■ The league’s film arm 
has also begun filming a new series, 
The Key Plays of Pro Football, Last 
year 86 banks in 49 states bought a 
color film “How to Watch Pro Football” 
and 95% of those banks are picking up 
the new series. 

Mr. Sabol says first-year gross billing 
of NFL Films was $1.2 million and he 
expects that figure to be better this year. 

NBC-TV with Tel Ra Productions, 
Philadelphia, will film portions of the 
weekly AFL games for use on its 
weekly American Football League Re¬ 
port , a half-hour Saturday afternoon 
color series. 

Seven Arts Television’s The Profes¬ 
sionals, which features Johnny Unitas, 
was seen in more than 40 markets last 
year. It is being released this year to 
20 markets, some of them repeats. 

The side benefits of football are also 
reflected in advertisers who are using 
pro football leagues for endorsement. 
Nine food advertisers are taking a 13- 
page spread in Life to advertise their 
products as official NFL training table 
foods. The league will get $15,000 
($1,000 per team) for each advertiser, 
ft’s painless and it pays. 

In addition to the big money the 
NFL and AFL are raking in, the minor 
leagues of pro football are starting to 
make their presence felt. In most cases 
where TV is interested in a minor- 
league team the going price for rights 
runs from $200 to $1,000 per game. In 
radio it’s generally lower. Many of the 


teams haven’t bothered asking for box¬ 
car figures, settling instead on a few 
dollars and a lot of promotional spots. 

And in the background to this rosy 
financial picture of football in 1966, 
is the emergence of a new league, one 
that has intentions of challenging the 
NFL-AFL power structure. The United 
States Football League announced its 
birth last month (Broadcasting, July 
4) and said it intends to be in operation 
in 1967 with up to 12 teams. It was 
also said to be studying an offer from 
a network. 

There are many in broadcasting and 
football, however, who look at the 
USFL’s plans with some skepticism. It 
originally announced four cities for 
franchises as Washington, Philadelphia, 
Cincinnati and Anaheim, Calif. Six 
more cities were to be announced on 
July 20. That date has long since passed 
and the USFL has long been silent. 


NATIONAL LEAGUE 

Atlanta Falcons ■ The Falcons’ first 
two games, Aug. 1 and Aug. 6, have 
already been carried by wqxi Atlanta 
and a regional ra¬ 
dio network of 75 
stations. The five 
preseason and 14 
league games are 
sold locally. Spon¬ 
sors on wqxi are 
P . L o r i 1 1 a r d 
through Grey Ad¬ 
vertising, Atlanta 
Journal-Constitution , Italian Swiss 
Colony Wines through Lee Adver¬ 
tising and Davison’s Department Stores. 


Jack Hurst will do the play-by-play and 
Bud Erickson will do the color. There 
will be 15-minute pre- and postgame 
shows with Bill Conover and Mr. 
Erickson. 

Waga-tv Atlanta is carrying two 
preseason games. Sponsors for both 
the Aug. 6 and Aug. 13 games are 
Allstate Insurance through Leo Burnett, 
Ford dealers through J. Walter Thomp¬ 
son, Eastern Air Lines through Young 
& Rubicam, Standard Oil through Bur¬ 
ton Wyatt, Kahn Meats through McRae 
and Bealer, and Kentucky Fried Chick¬ 
en through Chuck Shields Advertising. 
Southern Spring Bed through Coinmark 
Advertising on Aug. 6 only and Ameri¬ 
can Tire Co. through Shields on Aug, 
13 only. Ed Thilenius will do play-by- 
play. During July Eastern Air Lines 
sponsored four half-hour color specials, 
Falcon Flight Facts, weekly reports 
from the team’s North Carolina training 
camp. Preceding the regular season 
games waga-tv will carry a 15-minute 
filmed color show, Falcon Faces with 
Mr. Thilenius. It will be sponsored by 
Irvindale Dairies through Kirland, 
White & Schell Advertising. A half-hour 
Saturday program in color, the Noth 
Hecker Show, will feature the Falcons* 
coach and the previous game’s films. 
This show will be cosponsored by 
Carling Beer through Liller, Neal, 
Battle & Lindsey, and Eastern Air 
Lines. Mr. Thilenius and John Lauer 
will call the network games. 

Baltimore Colts ■ Wcbm will feed the 
19-game Colts* schedule, including five 
preseason contests, to a 24-station radio 
network in Mary¬ 
land, Pennsylvania. 
West Virginia, Del¬ 
aware and Wash¬ 
ington, D. C. Na¬ 
tional Brewing Co. 
through W. B. Do¬ 
ner will be one- 
fifth sponsor on 
wcbm and one-half 
sponsor on the network. Other wcbm 
sponsors are Commercial Credit Corp, 
through Doner, Plymouth Dealers 
through N. W. Ayer & Son, Baltimore 
Sunpapers through Van Sant, Dugdale, 
Humble Oil and Coca-Cola, both 
through McCann-Erickson, and Utz 
Potato Chips through Torrieri-Myers. 
Frank Messer, Bill O’Donnell and Jim 
Karvellas will handle the play-by-play 
and color. A locally carried 15-minute 
pregame show with Mr. Messer is 
open. A 15-minute postgame show with 
Jimmy Orr will be fed to the network 
for local sale. It is sponsored on wcbm 
by D & H Distributing through R & L 
Advertising. 

Wmar-tv Baltimore will carry two 
preseason games locally in addition to 
the games from CBS-TV. For the Aug. 
13 and Sept. 1 games on wmar-tv, 
Western Electric through Cunningham 

BROADCASTING, August 8, 1966 


‘Pigskin Playback’ lineup is expanded 


Last year Cleveland advertising 
agency operator Charles Getz placed 
a half-hour football audience-partic¬ 
ipation feature on were Cleveland 
for Red Bam Restaurants, hoping to 
catch some Cleveland Browns fans 
after the regular game tune-in. 

Called Pigskin Playback , the fea¬ 
ture caught on so well that this year 
Mr. Getz has syndicated the format 
on several other stations and Red 
Barn—a restaurant chain based in 
Fort Lauderdale, Fla., with outlets 
in a number of cities—is thinking 
about buying even more outlets if 
the show does as well this season. 
Red Barn has renewed Pigskin Play¬ 
back on were and added it to the 
post-game schedules on wgn Chi¬ 


cago, k.cmo Kansas City, Mo., and 
ktln Denver. The show is sponsored 
on wjr Detroit by the Detroit Auto 
Dealers Insurance Exchange, 

Mr. Getz, onetime Westinghouse 
Broadcasting Co. public relations 
man, has copyrighted the format and 
registered the program name. Pig¬ 
skin Playback features recorded re¬ 
plays of game highlights with each 
replay stopped half way so listeners 
can be phoned to see if they recall 
the outcome. Winners get free game 
tickets and other prizes. Eight to 10 
calls per show are made with partic¬ 
ipants registering phone numbers 
through forms obtained at the spon¬ 
sor’s place of business. 
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What happens when 105 American men, 
women and children from all walks of life, get 
together and decide to go completely around 
the world by trailer? Monsoons and mud. Broken 
axles and broken hearts. A personal invitation 
from the King of Nepal. Turbans and 
tigers. The Maharajah throws a party. 

Elephants go to war. Exotic dancers. 

Snake charmers and opium puffers. 

Capitalists meet Communists in the 
Kremlin. Gliding gondolas. 

Paris vibrates. Spain bursts 
into fiesta. That's what 
happens! "Caravan 
Around the World" 
available without charge to 
TV stations on first come, first served basis. 


1900 Beverly Blvd., Los Angeles, Calif. 90057. 
Phone Dan Reveles (213) 385-7450 
Wally Byam Caravan Productions 


PART ONE —SOUTHEAST ASIA 
PART TWO — INDIA I 
PART THREE —INDIA It 
PART FOUR —MIDDLE EAST 
PART FIVE —EUROPE 


Write or call for reservations and/or sample reel. 


First-run travel adventure. 


fim 


Narrated by Vincent Price 


Unusual...exciting...dynamic! Time: approx. 23 min. each 
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Some sweat! 

‘‘Genius is one per cent INSPIRATION 
and ninety-nine per cent perspiration,” 
said Edison. You can depend on Fetzer 
stations for the ninety-nine — and we're 
forever trying on the one! 



WKZO WKZO-TV KOLN-TV KGIN-TV WJEF 

Kalamazoo Kalamazoo Lincoln Grand Island Grand Rapids 

WWTV WWUP-TV WJFM WWTV-FM 

Cadillac Saul! Sfe. Marie Grand Rapids Cadillac 







IN AUGUSTA 
WE HAVE WHAT YOU WANT . . ? 


COVERAGE! 


Rcprtstnt-J hjf 

"h 'nc. 


WRDW/TV® 12 

A RUST CRAFT SHT..QN 
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and postgame features this year. On 
the pregame side, Sideline Interviews 
will be sponsored by Alitalia Airlines 
through Charles Getz Advertising and 
Retail Clerks International through 
Jack Sharp Advertising; The Blanton 
Collier Show will be sponsored by 
Arby's Restaurants, direct; In the 
Huddle by Majestic Homes through 
Axelband Brown. For the postgame 
sequence, Scoreboard is being sponsored 
by Retail Clerks International, and 
Harry Weintraub Clothes through Cone 
& Confeld; Second Guess by Greater 
Plymouth Dealers through Jim Newman 
Advertising, and Scoreboard Final by 
Brush Furniture, also through Newman. 
Gib Schanley will handle play-by-play 
with Jim Graner on color. 

WJw-tv Cleveland, apart from the 
regular network schedule, will telecast 
one preseason game on Aug. 14. 
Schmidts Beer through Ted Bates, 
Doraty Rambler, Rezepka Construction 
Co. and Retail Clerks International, all 
through Jack Sharp Advertising, are 
one quarter sponsors. Frank Glieber 
and Warren Lahr will announce the 
network games. 

Dallas Cowboys ■ Klif Dallas for 
five years held rights to the Cowboys 
for radio but this year the team is 
keeping the rights 






for itself and hand¬ 
ling its own lineup. 
Klif will originate 
a radio network of 
more than 30 sta¬ 
tions for the five 
preseason and 14 
regular season 
games. There are 
no network sponsors. Household Fi¬ 
nance, placing direct, renews one-third 
on klif and kfjz Fort Worth. The 
remaining two thirds on klif is taken 
in equal parts by Hanes Hosiery through 
N. W. Ayer & Son, W. O. Bankston 
Oldsmobile through Bloom Advertising 


and Walsh and National Beer will be 
cosponsors. Bill O’Donnell and Joe 
Campanella will do play-by-play. 
Wmar-tv will carry two local 15- 
minute pregame shows in color during 
the season. Football Preview with Jim 
Mutscheller will be sponsored by Nor- 
elco through Torrieri/Myers. Inside 
Football with Bob Williams will be 
sponsored by Coca-Cola. Chuck Thomp¬ 
son and Mr. Campanella will cover the 
Colts on CBS-TV. 

Chicago Bears ■ The Bears have no 
radio network but once again will be 
carried on wgn Chicago for three pre¬ 
season games and 
14 regular-season 
games. Even the 
sponsors remain the 
same. The Stand¬ 
ard Oil division of 
American Oil Co. 
has held the rights 
for two decades 
and will again spon¬ 
sor one-half through D’Arcy Advertis¬ 
ing. Heilman Brewing Co. through 
McCann-Erickson renews for the other 
half. The warmup show is sponsored by 
Robert Hall Clothes through Ark¬ 
wright Advertising and postgamc 
Scoreboard is sponsored by Household 
Finance through Needham, Harper & 
Steers. A new second postgame show, 
the 30-minute Pigskin Playback , has 
been added. Jack Brickhouse will do 
play-by-play with Irv Kupcinet doing 
color. 

Wbbm-tv will telecast three exhi¬ 
bition games by two-hour tape delay 
plus one regular season game not car¬ 
ried by CBS-TV, the Sept. 16 Bears vs. 
Rams at Los Angeles, which will be 
aired by tape in Chicago Sept. 17 with 


Falstaff Beer through Dancer-Fitzgerald- 
Sample and American Oil sponsoring. 
The preseason games are Aug. 6, 
Aug. 20 and Sept. 3. Heilman Brewing 
takes one quarter sponsorship o fthose 
games with remainder participating. 
Wbbm-tv starting with the regular 
CBS-TV schedule will have a pregame 
film highlight show, Eye on the NFL . 
Local sponsors are J. P. Stevens through 
McCann-Erickson, Hormel Chili through 
BBDO and Portable Electric Tool Co. 
through Craigle & Paulson. Bruce Rob¬ 
erts will do play-by-play and George 
Connor handles color on preseason 

games. Lindsey Nelson and Mr. Con¬ 
nor will handle the Bears’ CBS-TV 

schedule. 

Cleveland Browns ■ Were Cleveland, 
now in the second year of a three- 
year pact with the Browns, will again 
originate a radio 
network of more 
than 50 stations in 
Ohio, Kentucky, 
Indiana, West Vir¬ 
ginia, Pennsylvania, 
New York and 
Massachusetts. 
There will be six 
exhibition games 
besides the regular season including the 
annual preseason doubleheader on Aug. 
26. Carling Brewing through Lang, Fish¬ 
er & Stashower, and Sun Oil Co. 
through Wm. Esty have each renewed 
one-fifth of the network. General Cigar 
through Young & Rubicam and Mid¬ 
west Volkswagen through Kight Cow¬ 
man Abram have renewed one-fifths 
on were with one fifth still open. Be¬ 
cause of conflicts with baseball on 
were, wgar Cleveland again will lo¬ 
cally carry the Aug. 14 and Aug. 26 
games plus the first four regular season 
contests. Were plans multiple pre 


Teaching the boss 

If women knew more about 
football they’d probably be more 
considerate of their husbands 
when he watches or listens to 
the games. At least that’s the 
thinking of wiod Miami, which is 
carrying four 60-second vignettes 
daily aimed at the womenfolk. 
Called Football for Women Only , 
it features Mrs. George Wilson, 
wife of the Miami Dolphins’ 
coach, covering the terminology 
used during the game. The fea¬ 
tures are written by the station’s 
sports department. Sponsored by 
Velda Dairies through D’Arcy 
Advertising, they began last week 
on a Monday through Friday 
basis and will run through De¬ 
cember. 
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and Oak Farms Sparkle ice cream 
through Cole Fischer Rogow. Pregame 
and post-game features are pending. Bill 
Mercer will handle play-by-play. 

Krld-tv Dallas-Fort Worth will tele¬ 
vise five exhibition games this year 
with Lone Star beer sponsoring one- 
quarter through Glenn Advertising. The 
rest will be participations. Three games 
(Aug. 13, Aug. 20, Sept. 2) will be 
on tape, two (Aug. 7 and Aug. 27) 
live. Frank Gleiber will announce. 
Jack Buck and Eddie LeBaron will 
cover the Cowboys on CBS-TV. 

Detroit Lions ■ Wjr Detroit again 
will originate a radio network of more 
than 35 stations for five preseason and 
14 regular season 
games. Wjr locally 
will be carrying De¬ 
troit Tigers base¬ 
ball through the ex¬ 
hibition games and 
the first four regu¬ 
lar season games, 
so once again these 
will be aired in De¬ 
troit by wwj. Marathon Oil Co., 
owner of the basic radio rights package 
will take one half local sponsorship 
through Campbell-Ewald while Ford 


NOW... 

BILLVEECK 

SHOW 

Author, syndicated columnist, 
15,000,000 readers follow 
Bill Veeck's column each week 
in the nation's leading newspapers. 
The country's most articulate, 
most colorful, most amusing, least 
awed—and soundest—sports 
authority—Now Available to You 
for Radio—5 Minute Show, 

5 Days a Week ! 



Phone, write or wire collect: 

PROGRAM ASSOCIATES, INC. 

645 North Michigan Avenue, 

Chicago, Illinois 60611, Phone 337-4518 


Motor Co.’s LincoIn-Mercury Division 
through Kenyon & Eckhardt will spon¬ 
sor one-third. DWG Cigar Co. and 
Altes Beer, both through W. B. Doner, 
will each take one-eighth. Wjr locally 
also will have two pregame features and 
two postgame shows this year. Pregame 
Lions Den will be cosponsored by Mac¬ 
cabees Mutual Insurance through D. P. 
Brother with other half open. Lions 
Press Box will be sponsored by House¬ 
hold Finance, placed direct. Postgame 
Scores and Highlights also will be taken 
by HFC while Pigskin Playback , a 
syndicated feature, will be sponsored 
by Detroit Auto Dealers Insurance Ex¬ 
change through Stockwell & Marcuse. 
Bob Reynolds is doing play-by-play and 
Ray Lane color. 

Wjbk-tv Detroit will air three live 
preseason games on Aug. 6, Aug. 21 
and Aug. 27. The games will also be 
fed to wjim-tv Lansing with nego¬ 
tiations underway also for wkzo-tv 
Kalamazoo and wknx-tv Saginaw-Bay 
City-Flint. One quarter sponsors on 
wjbk-tv will be Marathon Oil, Ford 
Motor Co., Altes Beer and Bank of 
the Commonwealth through MacManus, 
John & Adams. Van Patrick will do 
play-by-play with Sonny Gran deli us on 
color for all TV games. 

Green Bay Packers ■ Wtmj Milwau¬ 
kee again will originate a radio network 
of a half-dozen Wisconsin stations plus 
a bonus network of 
15 to 20 stations. 
There will be five 
exhibition games 
plus regular season. 
Thorp Finance re¬ 
news on the net¬ 
work through Klau- 
Van Pietersom- 
Dunlap for one 
half. Employers Mutual of Wausau 
renews one quarter through J. Walter 
Thompson and Blatz beer takes the 
other quarter through Kenyon & Eck¬ 
hardt. Wtmj’s pregame Packer Review 
was renewed by Humble Oil through 
McCann-Erickson, and Milwaukee 
Chrysler Dealers through Young & 
Rubicam takes post-game Packers Score- 
board . Ted Moore will do play-by-play 
with Blaine Walsh on color. 

Wb ay-tv Green Bay again this year 
is producing video tapes of three pre¬ 
season games (Aug. 20, Aug. 27 and 
Sept. 3) for local sponsorship on a 
state network of seven stations. Game 
telecasts are delayed one day. Local 
sponsors on wb ay-tv will be Theo 
Hamm Brewing through Campbell- 
Mithun. and three accounts placed 
direct; Curtis-Mathis TV sets. Ford 
Dealers and the Savings & Loan Asso¬ 
ciation. Wb ay-tv heretofore has pack¬ 
aged also the Vince Lombardi Show 


but no details are set. Ray Scott will do 
play-by-play and Tony Canadeo will do 
color on Packers’ TV schedule. 

Los Angeles Rams ■ Kmpc Los 
Angeles is in its 18th year of Rams’ 
coverage. It will feed the 19-game sched¬ 
ule, including five 
preseason, to an 18- 
station radio net¬ 
work in California, 
Nevada and Ari¬ 
zona. Because of 
early season con¬ 
flicts with Califor¬ 
nia Angels’ baseball 
games, four Rams’ 
contests will be carried in Los Angeles 
by kabc. Standard Oil of California 
through BBDO, renews for one quarter 
coverage for the 11th year. Other one 
quarter sponsors are Household Finance 
through Needham, Harper & Steers, Jos. 
Schlitz Brewing Co. and Kellogg’s, both 
through Leo Burnett. For the Aug. 6 
game only (not part of the kmpc 
package), Mallory Battery Co. through 
NH&S replaced Standard Oil as spon¬ 
sor. Bob Kelley and Dick Enberg will 
do play-by-play and color. The 15- 
minute pre- and postgame shows are 
fed to the network for local sale. Pre- 
game Rams Warmup on kmpc is spon¬ 
sored by Kentucky Fried Chicken 
through Davis, Johnson, Mogul & Co- 
lombatto Inc. The postgame Rams Re¬ 
port is sponsored on kmpc by Western 
Air Lines through BBDO. 

Knxt(tv) Los Angeles will carry 
four preseason games as video tape re¬ 
broadcasts. The broadcast dates are 
Aug. 14, Aug. 21, Aug. 28 and Sept. 
4. One quarter sponsors for these games 
are Volkswagen Dealers Association 
through Doyle Dane Bembach. Theo 
Hamm Brewing through Campbell- 
Mithun, Shell Oil through Ogilvy & 
Mather and Allstate Insurance through 
Leo Burnett. Gil Stratton will do play- 
by-play and Don Paul will handle color 
for all TV games. Prior to all Sunday 
games, regular and preseason, knxt 
will carry Inside Football with George 
Allen, coach of the Rams. Montgomery 
Ward through Eagle Advertising has 
two-thirds of the show and Hormel & 
Co. through BBDO has one-third. 

Minnesota Vikings » Wcco Minne¬ 
apolis this year again is originating a 
regional radio network of 30 stations 
for five exhibition 
games and the reg¬ 
ular season. Wcco 
is in the third year 
of its three-year 
rights contract. 
North Star Features 
is the packager. 
The games are sold 
locally and on 
wcco renewals have been received from 
Minneapolis Federal Savings and Loan 
for one half through M. R. Bolin and 
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I rom Northwest Ford Dealers lor one 
half through J. Walter Thompson. The 
pregame Norm Van Brocklin Show has 
been sold to Minnesota Cooa-Cola 
Bottling Co., placed direct. The post¬ 
game Scoreboard will be sponsored by 
Quarterback, a men’s toiletries line, 
placed direct. Announcers will be Ray 
Christiansen and Paul Giel. 

Wcco-tv Minneapolis will air four 
exhibition games, three live and one 
tape delay. The Aug. 20 contest will 
be taped for playback the following day. 
The live events are Aug. 6, Aug. 13 
and Aug. 26. Twin Cities Federal will 
sponsor one half through Colie & Mc- 
voy. Hamm Brewing through Campbell- 
Mithun and Blue Cross through Harold 
C. Walker Advertising will each have 
one quarter. Hal Scott and Bob Mc¬ 
Namara will handle the games. Mr. 
Scott and Jim Morse will cover the 
Vikings regular season play. 



New York Giants ■ Wnew New 
York and C & U Broadcasting Corp. 
(formerly the Ivy Broadcasting Co.) 

have rewritten a 
two-year contract 
with the Giants 
providing for sep¬ 
arate feeds on five 
exhibition and 14 
regular season 
games. C & U, 
holding the net¬ 
work rights, will 
carry games to 85 stations through all 
York and C & U Broadcasting Corp. 
(formerly the Ivy Broadcasting Co.) 
ware, Maryland and Virginia. Marty 
Glickman will do the play-by-play, and 
Kyle Rote and A1 De Rogatis will do 
color on wnew. The pregame Pro 
Football Preview with Mr. Rote and the 
half-time period are being sponsored 
by Schrafft, through Marschalk, New 
York Daily News through Schneider, 
Volvo cars through Carl Ally and Sin¬ 
clair through Geyer, Morey, Ballard. 
One-fourth sponsors of the regular 
games are Manufacturers Hanover 
Trust through Young & Rubicam, 
Howard Clothes through Norman, Craig 
& Kummel/Howard Marks; P. Ballan- 
tine through Sullivan, Stauffer, Colwell 
& Bayles, and Liggett & Myers through 
J. Walter Thompson. Postgame spon¬ 
sors are Sinclair, Daily News, Coty 
through West, Weir & Bartell, Standard 
Brands through JWT, and Hermans 
through Resnick Advertising. The post¬ 
game Locker Room Report will feature 
Messrs. Rote and De Rogatis, under 
sponsorship of Schraffts and Volvo. The 
C & U network has sold one-fourth to 
Ballantine, and participating spots to 
Mohawk Airlines through Farquhar Ad¬ 
vertising, and Volvo. Its pre- and post¬ 
game shows are open to local or net¬ 
work buyers. C & U announcers will 
be Ted Brown on play-by-play, Woody 
Erdman and Ted Hodge on color, Don 


Smith oil a postgame Lucker Kuum 
Report. Mssrs. Smith and Erdman will 
handle the pregame show. 

Wcbs-tv New York will carry one 
live and three taped preseason games. 
It has sold one-fourth each to New York 
Telephone Co. and First National City 
Bank, both through BBDO, and Shear- 
son Hammill (brokers) through Bruce 
Friedlich. One-fourth remains open. 
The play-by-play and color will be by 
Jack Whittaker and Frank Gifford for 
all the TV games. 



Philadelphia Eagles ■ In its third 
year of a five-year contract with the 
Eagles, wcau Philadelphia plans an 18- 
station radio net¬ 
work feed to Penn¬ 
sylvania, New Jer¬ 
sey and Delaware. 
The 1965 lineup 
had 15 stations. 
The schedule will 
include five exhibi¬ 
tion games and 14 
regular season con¬ 
tests. Sponsors, each one quarter, are 
Sun Oil Co., through Wm. Esty; 

Schmidts Brewing, through 'Ted Bates, 
and Plymouth, through N. W. Ayer. 
Announcers Jack McKinney and Bill 
Campbell will handle the 10-minute pre- 
and postgame shows. Household Fi¬ 
nance, through Needham, Harper & 

Steers, has renewed sponsorship on both 
programs. Play-by-play is being handled 
by Andy Musser and Charlie Gauer is 
the color man. 


Wcau-tv Philadelphia will show five 
preseason games on tape with P. Ballan¬ 
tine, through Sullivan, Stauffer, Colwell 
& Bayles, buying one quarter. Other 
spots are sold locally. Tom Brookshier 
will do play-by-play and Eagles’ coach 
Joe Kuharich will do the color on ex¬ 
hibition dates. Stu Nahan is announcer 
for network games with Mr. Brook¬ 
shier on color. 


Pittsburgh Steelers ■ Kdka Pittsburgh, 
will, for the third year, originate the 
Steelers’ games to a 31-station radio 
network in Penn¬ 
sylvania, Ohio and 
West Virginia. The 
19-game schedule, 
including five pre¬ 
season contests, will 
be half sponsored 
on the network 
with half for local 
sale. Network spon¬ 
sors are Sun Oil through Wm. Esty and 
Carling Brewing through Lang, Fisher 
& Stashower, each one quarter. Tom 
Bender and Jack Fleming will handle 
the announcing. Household Finance 
through Needham, Harper & Steers will 
be a sponsor of the 15-minute pre- and 
postgame shows which will be handled 
by Messrs. Bender and Fleming. Bill 



Austin, StecleiV coach, will do a weekly 
15-minute show to be carried at various 
times on the network. It will be spon¬ 
sored on kdka by American General 
Life Insurance Co. through Sykes Ad¬ 
vertising. 

Kdka-tv Pittsburgh does not plan 
any local preseason game coverage. 
During the regular season it will have a 
pregame Steeler Profile with Bob Prince. 
Joe Tucker will do play-by-play and 
Lowell Perry will handle color for the 
regular season network games. 



St. Louis Cardinals ■ Kmox St. Louis 
again this year will originate a radio 
network of more than 50 stations in eight 
states with Falstaff 
beer through Danc¬ 
er - Fitzgerald - Sam¬ 
ple taking one-half 
sponsorship. Fal¬ 
staff holds the basic 
rights to all the 
games. Kroger Co. 
through Campbell- 
Mithun and Gen¬ 
eral Finance through Post-Keyes-Gard- 
ner, each have a fourth on kmox. 
The pregame Coaches Corner will be 
sponsored by Dodge Dealers through 
BBDO and the postgame Star of the 
Game has been signed by Goddard 
Motors, placed direct. Another kmox 
feature Big Red Traffic Watch , aired 
both before and after games, will have 
three sponsors: Stix Baer & Fuller de¬ 
partment store, placed direct; Kudis 
Funeral Home through Kilroy Adver¬ 
tising, and Castles Wilson Buick, through 
Gordon Marshall Advertising. Jay Ran¬ 
dolph will do play-by-play with Ray 
Geracy handling color. 

Kmox-tv St. Louis will telecast by 
video tape delay five preseason games 
this year. One of these, the Aug. 19 
contest to be aired Aug. 21 will be in 
color. Falstaff. beer through Dancer- 
Fitzgerald-Sample will sponsor one half 
and the remainder will be participations. 
Jack Drees and Bill McPeak will an¬ 
nounce all the TV games. During the 
regular season kmox-tv will air the pre¬ 
game Big Red Huddle with Household 
Finance placing direct, taking two- 
thirds and J. P. Stevens through Mc- 
Cann-Erickson, picking up the other 
one-third. 



San Francisco 49ers * Ksfo San 
Francisco will feed the five preseason 
and 14 regular league games to 15 ra¬ 
dio stations in Cali¬ 
fornia, Nevada and 
Hawaii. Sponsors, 
with one quarter 
each, are Chrysler- 
Plymouth Dealers 
through Young & 
Rubicam and N. 
W. Ayer & Son for 
the fourth year; 
United Vintners through Honig-Cooper 
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& Harrington, and Household Finance 
Corp., through Needham, Harper & 
Steers, both in their third year, and 
Standard Oil Co. of California through 
BBDO for the fifth year. Lon Simmons, 
Russ Hodges, Bob Fouts and Hugh Mc- 
Elhenny make up the broadcast team. 
A 15-minute pregame show will be 
sponsored by New Century Beverages 
through Post-Keyes-Gardner. A 15- 
minute post-game show has been bought 
by Armour & Co. through Y&R. 

Ktvu(tv) Oakland-San Francisco, 
will carry two exhibition games on Aug. 
30 and Sept. 3, and one regular season 
Friday night game on Sept. 30 (49ers 
vs. Rams from Los Angeles). One half 
of these three games goes to Standard 
Oil. For the exhibition games, House¬ 
hold Finance has a quarter, and one- 
eighth each has been purchased by 
General Brewing Co. through BBDO 
and United Air Lines through Leo 
Burnett. Kpix(tv) San Francisco will 
carry only the NFL games from CBS- 
TV with Bob Fouts and Gordon Sol tan 
handling play-by-play and color. 



Washington Redskins ■ Wmal Wash¬ 
ington, in the first year of a new two- 
year contract, will feed the Redskins 
league schedule and 
four preseason 
games to a 33-sta- 
tion radio network. 
P. Ballantine & 
Sons through Sulli¬ 
van, Stauffer, Col¬ 
well & Bayles, will 
be a one-quarter 
sponsor on the net¬ 
work, with the remainder sold locally. 
Other one-quarter sponsors on wmal 
are Mid-Atlantic Dodge Dealers through 
BBDO and Washington Gas Light Co. 
through Kal, Ehrlich & Merrick. P. 
Lorillard through Grey will participate 
in the remaining fourth. Steve Gilmartin 
will do play-by-play and Chuck Draze- 
novichwill handle color. Two 10-minute 
pregame shows on wmal are the Bobby 
Mitchell Show sponsored by Pepsi-Cola 
through KE&M and Sam Huff Show 
sponsored by Thompson Honor Diary 
through Earle Palmer Brown. 

Wtop-tv Washington will carry two 
preseason games locally on Aug. 20 and 
Aug. 26. They’ll be sponsored by Ford 
and Liggett & Myers, both through J. 
Walter Thompson, and National Brew¬ 
ing Co. through W. B. Doner, each one 
quarter. One quarter is still open. Jim 
Gibbons and Bill McColgan will call 
the games. Prior to the CBS-TV feeds 
wtop-tv will carry the Otto Graham 
Show , featuring the Redskins coach and 
films of previous games. The 15-minute 
color series will be sponsored by J. P. 
Stevens through McCann-Erickson and 
Giant Food Stores through Henry J. 
Kauffman Associates. Mr. Gibbons and 
Pat Summerall will call ihe Redskins’ 
network games. 


AMERICAN LEAGUE 


Boston Patriots ■ Under a new three- 
year contract, the Patriots* games move 
over to wbz Boston, which expects to 
set up a three-sta¬ 
tion radio network. 
The wbz sponsors 
will be Citgo 
through Lennen & 
Newell, P. Ballan¬ 
tine through Sulli¬ 
van, Stauffer, Col¬ 
well & Bayles, 
Liberty Mutual In¬ 
surance through BBDO and New Eng¬ 
land Rambler Dealers through Harold 
Cabot Co. Bob Starr and Gil Santos 
will call the games. Pre- and postgame 
shows are being developed. Wbz-tv 
will take the network AFL feeds. 




Buffalo Bills ■ Wben Buffalo will 
again carry all the Bills’ games and feed 
a 14-station New York state radio net¬ 
work. Some sta¬ 
tions in Pennsyl¬ 
vania may be add¬ 
ed. The rights are 
held by Marine 
Trust Co. of New 
York through 
BBDO. It acts as sole sponsor but sells 
off time in some cities. Member banks 
throughout the state also sponsor part 
of the games. Van Miller will do play- 
by-play and Dick Rifenburg will handle 
color. Mr. Miller will also handle the 
10-minute pregame Kickoff and 10- 
minute postgame Scoreboard. Kickoff 
is sponsored on the full network by 
Milk for Health on the Niagara Fron¬ 
tier, placed direct. Scoreboard is sold 
locally with Kenmore Motor Co. 
through Lloyd Mansfield sponsoring on 
WBEN. 

Wkbw-tv Buffalo will carry two pre¬ 
season games. Magecki’s Sausage 
through Clayton Stahlka Advertising 
and Liberty National Bank through 
Barber Drullar each have one-fourth. 
Sale of the other half is pending to a 
regional brewery. Also scheduled is a 
half-hour stadium special in September 
and a weekly half-hour Highlights of 
the Bills’ games and players. Rick Azar 
will announce the preseason games and 


narrate the other shows. The game 
sponsors will cosponsor these other re¬ 
ports. Wgr-tv Buffalo will carry the 
NBC-TV originated AFL schedule. 

Denver Broncos ■ Ktln Denver, un¬ 
der a new four-year contract, will again 


broadcast the entire Broncos’ schedule 
to 32 stations of the Intermountain net¬ 
work in Colorado and Wyoming, plus 
two Nebraska stations. Humble Oil 
through McCann-Erickson and Colo¬ 
rado. Wyoming Bakers Association, 
placed direct, will each have one-fourth 
on the full network. The remaining half 
is sold locally with Public Service Co. 
of Colorado, placed direct, and Johnny 


Haas Lincoln-Mercury through Boccard 
Nordeen & Neuwirth picking up the 
time on ktln. Bob Martin will call 
the games with Paul Manasseh on color. 
The pregame show will be sponsored by 
Denver Tramway through Sam Lusky 
Associates. Of the 
postgame shows, 
Scoreboard is being 
backed by Witkin 
Homes through 
Lusky, the Fifth 
Quarter by Lefty 
Martin Appliances, 
placed direct, and 
Pigskin Playback 
by Red Barn Drive- 
In Restaurants through Boccard, Nor¬ 
deen. Koa-tv Denver will take the AFL 
network games from NBC-TV. 

Houston Oilers ■ Sports Broadcasting 
Co., Houston, is packaging the Oilers’ 
games for radio. It has set up a 21- 
station network in 
Texas and Louisi¬ 
ana with KILT 
Houston handling 
originations. Phil¬ 
lips Petroleum 
through J. Walter 
Thompson and 
Lone Star Brewing 
through Glenn Ad¬ 
vertising are co¬ 
sponsors of the 
games on the full network. The Dodge 
Dealers through BBDO will be network 
sponsors for the pre- and postgame 
shows. Bill Enis will do play-by-play 
and A1 Jamieson will handle color. 

Kprc-tv Houston will carry three live 
preseason night games on Aug. 13, 
Aug. 20 and Aug, 27. The games will 
be fed to a network of 11 stations in 
Texas, Oklahoma and Arkansas. Lone 
Star Brewing will sponsor half the 
games on the network with the remain¬ 
der sold locally. Other sponsors on 
kprc-tv will be Coca-Cola through 
McCann-Erickson, Trans Texas Air¬ 
ways through Erwin Wasey, Bank of 
Texas through Charles Thobe & Asso¬ 
ciates, Kirby Lumber through Boone & 
Cummins and Mestex Steel, placed di¬ 
rect. John Ferguson and Paul Orseck 
will do play-by-play with Dick Maegle 
on color. Kprc-tv will also carry the 
NBC-TV feed of AFL games. 

Kansas City Chiefs ■ Kcmo Kansas 
City, Mo., will originate a Chiefs’ re¬ 
gional radio network of some 40 sta¬ 
tions again this 
year for four exhi¬ 
bition and 14 reg¬ 
ular season games. 
One-quarter spon¬ 
sor on the network 
will be Interstate 
Securities through 
Ballantine Radford 
Advertising. Schiltz 
Wholesalers through Mace Advertising 
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takes one-quarter on kcmu h& does 
Kairmount Country Club Dairy through 
Bauer Tripp Foley. One quarter is 
open. The pregame Pow Wow will be 
sponsored by Businessmen’s Assurance 
Co. through Potts-Woodbury. There 
are three postgame features: Scoreboard 
will be sponsored by U. S. Royal Tires, 
placed direct; Locker Room, Swift 
Dodge, direct, and syndicated Pigskin 
Playback, Red Bam Drive-Ins, direct. 
Announcers handling will be Tom Hed¬ 
rick for play-by-play and Bill Grigsby 
for color. 

Wdaf-Tv Kansas City will air two 
exhibition games on Aug. 6 and Aug. 
12 live. Interstate Securities takes one 
quarter sponsorship. The same agency 
also has purchased one half sponsorship 
for a brokerage firm, H. O. Peet Co. 
One quarter is open. Announcer will 
be Charles Jones. 


j*l 


Miami Dolphins ■ The Miami Dol¬ 
phins Football Inc. has purchased 
radio rights to the Dolphins' games and 
is setting up a 
Florida network 
of about 10 sta¬ 
tions with wiod 
Miami originating. 
The games will be 
sold locally. Spon¬ 
sors on wiod are 
National Airlines 
through Papert, 
Ballantine through 
Colwell & Bayles, 



Koenig, 

Sullivan, 


Lois, P. 
Stauffer, 


Velda Dairies through D’Arcy Adver¬ 
tising and Burger King through Hume, 
Smith & Mickelberry. Johnny Bell 
will do play-by-play and Don Bossier 
will handle color. A pregame network 
show, also locally sold, will be spon¬ 
sored on wiod by Renuzit through 
Rheingold & Kalish. Wiod has two 
other 15-minute pregame shows: one 
featuring George Wilson, Miami coach, 
will be sponsored by Miami Skyways 
Motel, placed direct; the other will be 
sponsored by Velda Dairies. A 15- 
minute postgame show on wiod will 
be sponsored by Dumas Milner Chev¬ 
rolet. The advertising account is placed 
direct. 

Local TV coverage of two preseason 
games, Aug. 20 and Aug. 24, is still 
pending at wckt(tv) Miami. It will 
carry a 30-minute pregame show be¬ 
fore all the NBC-TV AFL games. 
Partially sponsored by Eastern Air 
Lines through Young & Rubicam, the 
color programs will be narrated by Joe 
Croghan. Mr. Croghan was also host 
for a one-hour prime-time color spe¬ 
cial on the Birth of the Dolphins last 
Thursday (Aug. 4). It was also spon¬ 
sored by Eastern. 


New York Jets ■ Wabc New York, 
in the third year of a five-year contract 
with the Jets, will again carry the games 
without a radio network. One-fourth 



through Compton 


sponsors are Stand¬ 
ard Oil and Liberty 
Mutual Insurance, 
both through 
BBDO, Rheingold 
Beer through Doyle 
Dane Bembach and 
Liggett & Myers 
Advertising. Merle 


RAIDIRS 


Harmon will do play-by-play. The pre- 
and postgame shows have been renewed 
by Broadstreet’s House of Worsted-Tex 
through Altman, Stoller, Chalk. Dick 
Young will handle the postgame show. 
A pregame host is unsigned. 

Wor-tv New York will carry the Jets’ 
five preseason games, four of them taped 
and one live. Rheingold is sponsoring 
three-fourths of this package with the 
remaining quarter going on a spot basis. 
Bob Murphy will do play-by-play and 
Don Criqui will handle color. Wnbc-tv 
New York will carry the network feeds 
of league games. 

Oakland Raiders ■ Kewb Oakland 
owns the rights to Raiders* games un¬ 
der a new three-year contract. Four 
preseason and 14 
regular league 
games will be cov¬ 
ered this year by 
a 14-station radio 
network in Califor¬ 
nia and Nevada. 
Union Oil Co. of 
California through 
Smock, Debnam & 
Waddell will be one-half sponsor. One- 
fourth sponsors will be Foster Farms 
Hatchery through Long Advertising and 
Guild Wine Co. through Compton Ad¬ 
vertising. Bill King and Van Amburg 
will handle play-by-play and color. Pre- 
and postgame shows, each 15 minutes, 
will be sponsored by Sunlite Bakery 
through Hoefer, Dieterich & Brown, 
Volvo Western Distributing Inc. through 
Carl Ally and Franklin Optical Co. 
through Wyckoff & Associates. The 
weekly 30-minute show Call the Coach 
will be cosponsored by Stayner Corp. 
through Conley, Baker & Steward and 
General Tire & Rubber through D’Arcy 
Advertising. 

Kron-tv San Francisco will carry 
the AFL schedule from NBC-TV. 



San Diego Chargers ■ Kfmb San 
Diego, in the second year of a four-year 
contract with the Chargers, will carry 



Co. of California 


four preseason and 
14 regular season 
contests. The games 
will be fed to a 
four-station radio 
network including 
knx Los Angeles. 
Lyle Bond will do 
the play-by-play 
and Emil Karas will 
do color. Cospon¬ 
sors are Union Oil 
through Smock, Deb¬ 


nam &. Waddell and Home Federal 
Savings St Loan Association through 
Lane & Huff Advertising. Fifteen min¬ 
ute pre- and postgame shows will be 
sponsored by Dodge Dealers of San 
Diego through Cole, Fisher and Regan. 

Kogo-tv San Diego will carry only 
the AFL games from NBC-TV. 


SNI set for radio 
coverage of NFL 

Sports Network Inc. expects to pick 
up NFL games played away from home 
for at least six radio stations signed to 
team contracts. The SNJ commitments 
include feeds of the Steelers to kdka 
Pittsburgh, Giants to wnew New York, 
Colts to wcbm Baltimore (also doing 
home games), Browns to were Cleve¬ 
land, 49ers to ksfo San Francisco and 
Bears to wgn Chicago. 

Outside the pro league, SNI plans 
radio network feeds for games of the 
University of California and Univer¬ 
sity of Houston. 

In television, SNI intends to do pre¬ 
season AFL games of the Jets for wor- 
tv New York and the Lions for wjbk- 
tv Detroit. 

Swinging into the minors, SNI has 
lined up half a dozen regular season 
Continental League games. The sched¬ 
ule includes games for the Brooklyn 
Dodgers, Hartford (Conn.) Charter 
Oaks and Orlando (Fla.) Panthers. 

SNI is now mapping out a special 
TV network feed, hopefully coast-to- 
coast, for the NFL’s Brown-Steelers 
contest set for Oct. 8. 

Talks are also going on with various 
colleges for closed-circuit TV arrange¬ 
ments. 


Eastern NCAA schools 
may get own network 

The “big five" NCAA independents— 
Syracuse, Penn State, Pittsburgh, Navy 
and Army—may get their own special 
color TV network football coverage 
this season. 

Plans are underway for 10 of their 
best games of the week to be edited on 
color tape and carried on Sundays 
(from Sept. 18 to Nov. 20), preceding 
the scheduled pro football game that 
day. The games will go to an expected 
56-station network, mostly on the East 
Coast. 

Marvin Sugarman Inc., New York, 
intends to package them as Eastern 
Football, a color series of 12 one-hour 
programs. Besides the 10 games, the 
package will include a meet-the-cast- 
and-schools program (Sept. 11) and a 
roundup of highlights (Nov. 27). Mar- 
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vin Sugarman, president, said his com¬ 
pany is now clearing markets in 13 
states from New England to North 
Carolina and westward into Ohio. One 
national sponsor, he added, has signed 
for the network and several more are 
expected. 

Mr. Sugarman’s idea for Eastern 
Football evolved from his 55-station 
hookup for a bowling program. This 
TV arrangement, in cooperation with 
an insurance company, covered the 
same area. 

The football schedule remains tenta¬ 
tive, but is expected to include: Penn 
State-Maryland, Syracuse-UCLA, Army. 
Penn State, Navy-Syracuse, Pitt-Navy, 
Pitt-Army, Army-Tenn, Duke-Navy, 
Syracuse-Florida State and Pitt-Penn 
State in that order. 

Saturation test 
for retail TV 

Carson Pirie Scott hopes 
color and heavy use 
will click in Chicago 

Is television, thanks to the growth of 
color, about to crack open the multi¬ 
million dollar local retail department 
store advertising market? 

The prospect appeared a step closer 
last week with the announcement in 
Chicago by NBC-owned wmaq-tv 
there and Carson Pirie Scott of a 
sustained saturation test of color tele¬ 
vision that will begin within a few weeks 
and which will be carefully measured, 
studied and watched by both broad¬ 
casters and retailers throughout the na¬ 
tion. 

Other Chicago stations besides wmaq- 
tv may become involved in the ex¬ 
periment that is expected to run at 
least six months. The budget is “open,” 
but initially should run at least $200,- 
000 for the fall quarter alone. 

Co-op money from brand manufac¬ 
turers will be heavily involved just as in 
newspapers and their participation is 
completely voluntary, store officials ex¬ 
plained. The TV budget is in addition 
to Carson’s heavy commitment to other 
media, chiefly newspapers. The store’s 
new TV agency is Powell, Schoenbrod 
& Hall. 

Big Promotion * Carson’s is known 
in the trade as an aggressive “big pro- 
motion”-minded operation, “well tuned 
to the Pepsi generation and with an em¬ 
phasis on quality too,’* as one spokes¬ 
man explained. Carson’s spend in ex¬ 
cess of $3 million a year in advertising 
now. Total sales this year will top $198 


million, store president Virgil Martin 
told security analysts in New York last 
week. 

The Carson color television experi¬ 
ment is expected to outweigh the test 
of television made in Chicago a couple 
of years ago by Sears, Roebuck & Co. 
through North Advertising. The scope 
of that effort and its results were never 
disclosed by Sears, which is using a 
little TV here and there about the coun¬ 
try hut still appears to be strongly mar¬ 
ried to newspapers. 

Carson’s too has tried TV from time 
to time over the years in a limited way. 
beginning as early as 1949. This time, 
however, the significant key is color, 
and color in sufficient volume to be 
meaningful. 

Wmaq-tv's winning of Carson’s busi¬ 
ness came as a result of working with 
the store for a mammoth in-store tie-in 
promotion to kick off the NBC-TV fall 
color schedule. During the period Aug. 
29-Sept. 10, Carson’s main store on Chi¬ 
cago’s State Street as well as suburban 
stores v/ill burst out in NBC peacocks 
and color program promotions. NBC- 
TV personalities are to make appear¬ 
ances. Wmaq-tv and Carson’s will 
share a dozen full pages of color news¬ 
paper ads plus local distribution of 
nearly three million copies of an eight- 
page “NBC Week’’ color piece. 

Spot Variety ■ Powell, Schoenbrod & 
Hall, which also is agency for wmaq-tv, 
will produce a variety of color video¬ 
tape commercials for the experiment, 
using chiefly wmaq-tv’s commercial 
production facilities. Several test com¬ 
mercials already have been made and 
store representatives indicated they have 
been seen by some of Carson’s principal 
suppliers. Further trade showings also 
are planned. 

Store, station and agency representa¬ 
tives indicated that the test hopefully 
will demonstrate: 

* That color television can generate 
specific in-store traffic and sales for 
both soft goods and hard. That TV is 
no longer merely an “image’’ medium 
for the retailer. 

* That color TV can do this job day 
after day on as consistent and flexible 
“last minute” basis as stores traditionally 
have done in newspapers. 

■ That the production costs for the 
color video-tape commercials through 
the cooperative ingenuity of store, sta¬ 
tion and agency (approximately $1,200 
to $1,500 each, not counting air time 
charges) can be made competitive to 
the costs of turning out color ads for 
print. 

■ That this can be done with a qual¬ 
ity reasonably comparable to network 
commercials so as to keep the store’s 
quality image intact. 

Norbert Armour, Carson’s executive 
vice president, said that store executives 
are “very excited” about the possibilities 






















